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Firms from emerging economies are rapidly becoming formidable competitors to established industry leaders from
developed economies. Aside from anecdotal reports, there is little scholarly evidence concerning the operational
details of how emerging economy firms are becoming competitive with developed economy firms. This article
addresses the gap by building on the International Business, Strategy and Information Systems literature, and
through an empirical analysis of original survey data for 468 firms across ten countries. We develop three primary
empirical findings. First, despite the differences between emerging economy firms and developed economy firms,
we find that emerging economy/high internationalization firms use marketing- and supply chain-oriented Internet
business practices with about the same frequency as developed economy/high internationalization firms. Second,
we find that emerging economy/high internationalization firms are more driven than developed economy/high
internationalization firms to use Internet business practices to expand existing markets and enter new markets.
Third, we find that emerging economy/high internationalization firms report relatively higher sales and customer
service impacts from Internet business practices than do developed economy/ high internationalization firms. These
findings suggest that emerging economy firms have used the Internet as a resource to position themselves as
credible competitors to developed economy firms.
Keywords: Internet, international, adoption, success, IT strategy, IT business, survey, case study, organization,
inter-organizational systems.

Volume 27, Article 31, pp. 611-626, November 2010
The manuscript was received 11/3/2008 and was with the authors 12 months for 2 revisions.

Volume 27

Article 31

Global Diffusion of the Internet XVI: The Role of Economic Development and
Firm Internationalization in Internet Business Practices

I. INTRODUCTION AND LITERATURE OVERVIEW
Emerging economies are increasingly important to the global economic system. Emerging economies represent five
of the six most attractive global business locations because of large consumer populations and low cost factors of
production [Enderwick, 2009; UNCTAD, 2005]. In addition to attracting foreign direct investment (FDI) from other
countries, emerging economies have become a source of outward FDI to other countries. Outward FDI from
emerging economies increased from 3 percent of worldwide FDI in 1978–1980 to 17 percent in 2005 [UNCTAD,
2006].
At the same time, firms from emerging economies are rapidly becoming formidable competitors to established
industry leaders from developed economies [Aguiar et al., 2006; Engardio et al., 2006]. For example, Embraer
(Brazil) is the world’s fourth largest aircraft manufacturer, Cemex (Mexico) is the world’s third largest cement
manufacturer, and Haier (China) is the world’s fourth largest home appliance manufacturer. In some cases,
emerging economy firms are expanding and strengthening their market positions by acquiring developed economy
firms, such as Tata Motors’ (India) acquisition of Jaguar (UK).
Prior International Business and Strategy research has examined various dimensions of emerging economy firms,
including their organizational structure [Khanna and Rivkin, 2001], strategic advantages and weaknesses
[Contractor et al., 2007; Hitt et al., 2005; Yiu et al., 2007], and expansion strategies and stages of growth [Khanna
and Palepu, 2006; Luo and Tung, 2007; Thomas et al., 2007]. Firms internationalize their operations to achieve
three sources of advantage: (1) the advantage of extending proprietary assets abroad, (2) the advantage of
integrating activities across regions with different factor costs, and (3) the advantage of scale and scope through
combining activities that would otherwise be spread across firms [Dunning, 1981, 1988].
Developed economy firms expand into emerging economies to achieve scale and scope economies, additional
revenues to fund innovation, and to increase their overall market power [Hitt et al., 2005]. While developed economy
firms have advantages in terms of financial capital, managerial capabilities, and technical skills, they need to learn
about the local markets and institutions in emerging economies. Emerging economy firms expand abroad to achieve
scale economies, and to diversify and reduce dependence on their home country [Contractor et al., 2007]. Emerging
economy firms generally expand first into other emerging economies because they are more familiar with the
institutions, consumers, and risks in emerging economies [Wright et al., 2005]. In fact, emerging economy firms
frequently outperform developed economy firms in emerging economies because of their cultural familiarity and
lower cost inputs [Yiu et al., 2007]. Emerging economy firms then expand into developed economies to seek new
assets and greater market potential [Luo and Tung, 2007; Yamakawa et al., 2008]. In developed economies,
emerging economy firms learn from their failures and successes, and from host country firms, as they continue to
expand and establish their global operations [Thomas et al., 2007].
Strategy research has introduced frameworks to help global firms understand how to organize their operations to
achieve competitive advantage. The firm is a value chain of primary and support activities within a value system that
includes buyers and suppliers [Porter and Millar 1985]. Firms can achieve competitive advantage through superior
coordination of primary and support activities internally within the firm and externally with buyers and suppliers, and
by reducing the cost and enhancing the differentiation of their products and services. Competitive advantage and
market leadership can be achieved through capabilities to build and maintain customer relationships, access to lowcost inputs via the supply chain, and operational excellence [Grant, 1991; Hagel and Singer, 1999; Treacy and
Wiersema, 1993]. Strategy research also discusses the role of information technology (IT) in competitive advantage.
IT permeates the value chain and can be used to coordinate primary and support activities [Porter and Millar 1985],
and IT such as the Internet can redefine firms’ structure and processes [Hagel and Singer, 1999].
Despite these important contributions from International Business and Strategy research, there is a knowledge
deficiency concerning operational details of emerging economy firms [Aulakh, 2006; Yamakawa et al., 2008].
Information Systems (IS) researchers can address the deficiency, given the boundary spanning and integrative
perspective of IS research [Sidorova et al., 2008]. At the country level, IS research has studied infrastructure issues
that influence firms’ access to the Internet and other IT [Dewan et al., 2005; Gregorio and Kassicieh, 2005;
Petrazzini and Kibati, 1999; Sarkar and El Sawy, 2003]. At the firm level, IS research has focused on frameworks for
firms’ readiness to adopt electronic commerce [Grandon and Pearson, 2004; Jennex et al., 2004; Molla and Licker
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2005a]. However, because the setting for most IS firm-level studies is a single country [Saffu et al., 2008; Haley,
2002], researchers have noted a lack of research highlighting differences in Internet business practices across
emerging economy firms [Kaynak et al., 2005; Molla and Licker, 2005b].
The goal of this article is to fill a knowledge deficiency concerning the operational details of emerging
economy firms. We study the use, drivers, and impacts of Internet business practices, by level of country
development and degree of firm internationalization.
Since its deployment, the Internet has enabled innovative business practices and transformed the marketing, supply
chain, and operational dimensions of competitive advantage. IT and the Internet have accelerated the capability of
firms to coordinate processes and personnel across organizational and geographic boundaries [Mithas and
Whitaker, 2007]. From a marketing perspective, the Internet enables the internationalization of advertising and
marketing activities, identification of new international business opportunities and sales channels, and
enhancements in delivery and communication, that together can lead to improved company image and customer
satisfaction [Kaynak et al., 2005; Molla and Heeks, 2007]. From a supply chain perspective, the Internet improves
the efficiency of gathering information and reduces the cost of forming partnerships, and facilitates purchasing and
support of supplier-related initiatives [Kaynak et al., 2005; Molla and Heeks, 2007]. For this reason, customer- and
supplier-related market forces are the most significant factor impacting the institutionalization of electronic
commerce for firms [Molla and Licker, 2005b]. From an operational perspective, the Internet reduces costs,
enhances market development, and improves competitiveness in local and global markets [Kaynak et al., 2005;
Molla and Heeks, 2007].
This article leverages original survey data for 468 firms in ten emerging and developed economies to analyze the
role of Internet business practices in the development of “a pack of fast-moving, sharp-toothed new multinationals
that is emerging from the poor world” [Economist, 2007]. For example, Acer (Taiwan) developed a foundation in the
personal computer (PC) industry by using the Internet to create a global production and marketing network. This
enabled Acer to share marketing information with customers and suppliers, synchronize order fulfillment, and
increase the efficiency and effectiveness of its production and sales operations [Hwang and Lo, 2003]. Acer built on
this foundation by acquiring rival Gateway (USA), and is now the world’s second largest PC vendor.
We focus our empirical analysis of survey data on two research questions:
1. Do emerging economy firms differ from developed economy firms in their use, drivers, and impacts of
Internet business practices?
2. Does the degree of internationalization influence the use, drivers, and impacts of Internet business practices
for emerging economy firms?
We complement analysis of survey data with case examples drawn primarily from Fortune Global 500 firms
[Fortune, 2010]. We have three primary empirical findings. First, despite the differences between emerging economy
firms and developed economy firms, we find that emerging economy/high internationalization firms use marketingand supply chain-oriented Internet business practices with about the same frequency as developed economy/high
internationalization firms. Second, we find that emerging economy/high internationalization firms are more driven
than developed economy/high internationalization firms to use Internet business practices to expand existing
markets and enter new markets. Third, we find that emerging economy/high internationalization firms report a
relatively higher level of sales and customer service impact from Internet business practices than do developed
economy/high internationalization firms. These findings suggest that the emerging economy firms have used the
Internet as a resource to position themselves as credible competitors to established incumbents from developed
economies.

II. DATA AND MODELS
Data for this study was collected through the Globalization and Electronic Commerce (GEC) project. The GEC
project was led by the Center for Research on Information Technology and Organizations (CRITO) at the University
of California, Irvine, and involved collaboration with a team of researchers from around the world. A centerpiece of
the GEC project was a survey of 2,139 firms across ten countries (Brazil, China, Denmark, France, Germany,
Japan, Mexico, Singapore, Taiwan, United States) to study their electronic commerce use, drivers, barriers, and
impacts. The survey was conducted in early 2002, and involved a relatively equal proportion of firms for each
country, of large firms (250 or more employees) and small firms, and of firms for the three industry sectors of
manufacturing, retail/wholesale, and financial services. Because the objective of this article is to better understand
Internet business practices of large firms, we focus on respondent firms with 250 or more employees. Of large firms
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in the survey, 468 firms provided complete responses to the questions of interest for this study. For additional
analysis based on the GEC survey, see Kraemer et al. (eds.) [2006].

Dependent Variables
The three sets of dependent variables in this study are all from the GEC survey, and correspond to the use, drivers,
and impacts of Internet business practices. The first set of variables reflects whether or not the firm uses each of
seven Internet business practices: advertising and marketing, sales, customer service and support, exchange
operational data with business customers, purchases, exchange operational data with suppliers, and integrate
business processes with suppliers or other business partners. Each Internet business practice is indicated by a
binary variable (1 = yes, 0 = no). These business practice categories are consistent with prior research on electronic
commerce in emerging economies [Kaynak et al., 2005; Molla and Heeks, 2007].
The second set of variables reflects the extent to which each of seven drivers played a role in the firm’s decision to
use Internet business practices: expand market for existing products, enter new businesses or markets, customer
demand, improve coordination with customers and suppliers, supplier requirements, reduce costs, and competitors.
1
Each driver is indicated by a five-point Likert item (1 = not at all, 5 = a great deal). These driver categories are
consistent with market drivers in prior research on electronic commerce in emerging economies [Grandon and
Pearson, 2004; Molla and Licker, 2005b].
The third set of variables reflects the extent to which the firm experienced each of ten impacts from Internet business
practices: increased sales, wider sales area, increased international sales, improved customer service, improved
coordination with suppliers, decreased procurement costs, decreased inventory costs, more efficient internal
processes, increased staff productivity, and improved competitive position. Each impact is indicated by a five-point
Likert item (1 = not at all, 5 = a great deal). These impact categories are consistent with market drivers in prior
research on electronic commerce in emerging economies [Kaynak et al., 2005; Molla and Heeks, 2007]. Because
the goal of this article is to study operational details for emerging economy firms, we test the dependent variables
2
separately rather than combining the dependent variables into factors.

Explanatory Variables
Explanatory variables in this study are the two dimensions of whether a firm is from a developed or emerging
economy and the extent of internationalization for the firm. International Business research defines criteria to
categorize countries as developed economies and emerging economies. Emerging economies have experienced a
rapid pace of economic development, dramatic changes to institutions and government policies, and structural
macroeconomic and industry transformation [Hitt et al., 2005; Luo and Tung, 2007]. The term emerging economy
connotes positive economic growth and market potential [Luo and Tung, 2007].
The categorization of emerging economies is frequently operationalized based on per capita gross domestic product
(GDP) [Akbar and Samli, 2005; Burgess and Steenkamp, 2006; Hitt et al., 2005]. Consistent with this
operationalization, we use per capita gross domestic product (GDP) data based on International Monetary Fund
(IMF) International Financial Statistics for the year (2001) prior to the GEC survey to categorize GEC countries as
shown in Table 1. As a robustness check for this classification, China, Brazil, Mexico, and Taiwan are categorized
as emerging economies in the Organization for Economic Co-operation and Development (OECD) research [Aykut
3
and Goldstein, 2006].
International Business research discusses the manner in which firms internationalize their operations [Dunning,
1988; Johanson and Vahlne, 1977]. The GEC survey captures five items that reflect the extent of internationalization
for firms: whether the organization has establishments outside the country (1 = yes, 0 = no), whether the
organization has its headquarters outside the country (1 = yes, 0 = no), percent of sales outside the country (range
0–100 percent), percent of procurement spending outside the country (range 0–100 percent), and extent to which
the organization is affected by competitors outside the country (1 = not affected, 5 = significantly affected). To
compute the degree of internationalization for each firm, these five items are each normalized to a 0/1 scale and
1

2

3

The GEC survey also included two government-related responses that are not addressed in this article, “Required for government
procurement” and “Government provided incentives.” These responses are not included in our analysis.
As a robustness check, we performed factor analysis to examine how the separate variables loaded onto factors. The Internet business
practices loaded onto two factors that could be described as transactions and integration, and the drivers and impacts (separate factor
analyses) generally loaded onto two factors that could be described as market growth and operational considerations. These factors are
reasonably consistent with prior research on international business and electronic commerce [Grandon and Pearson, 2004; Luo and Tung,
2007; Molla and Heeks, 2007].
While Aykut and Goldstein [2006] also categorize Singapore as an emerging economy, the GDP per capita data does not support this
categorization and we categorize Singapore as a developed economy in this article.
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then summed together as a formative index [Diamantopoulos and Winklhofer, 2001], with a range of 0–5. Consistent
with the call from prior research, our definition goes beyond international sales to reflect internationalization in a
more comprehensive manner [Hassel et al., 2003; Lynch and Clayton, 2003]. Firms in the top half of the sample are
categorized as high internationalization (mean 2.36), and firms in the bottom half of the sample are categorized as
low internationalization (mean 0.39). A similar definition of internationalization has been used in prior research based
on the GEC data [Kraemer et al., 2005].
Table 1: Classification of GEC Countries
Emerging economies

Developed economies

Country
China
Brazil
Mexico
Taiwan
Singapore
France
Germany
Denmark
Japan
U.S.A.

2001 Per Capita GDP
1,043
3,136
6,673
13,030
20,690
22,658
23,015
30,000
32,168
35,523

Source: Euromonitor International from International Monetary Fund
(IMF) International Financial Statistics

Using the criteria described above, we segment sample firms into four categories: emerging economy/high
internationalization, emerging economy/low internationalization, developed economy/low internationalization, and
developed economy/high internationalization. Each of the first three segments are indicated by a separate binary
variable (1 = yes, 0 = no), and the fourth segment is the base category.
Control variables in this study are industry and firm size, as prior research shows that these two variables play a role
in the operations and performance of emerging economy firms [Contractor et al., 2007; UNCTAD, 2004]. The GEC
survey includes firms from the three industries of manufacturing, retail/wholesale, and financial services. The
manufacturing and retail/wholesale industries are each indicated by a separate binary variable (1 = yes, 0 = no), and
financial services is the base category. We operationalize firm size as the natural log of the number of employees at
the establishment.

Descriptive Statistics and Correlation
Table 2 provides sample characteristics, Table 3 provides descriptive statistics for all firms in the sample and for
each segment of firms, and Table 4 provides correlations between the dependent and independent variables.
Because all variables are from the GEC survey, we assessed the potential for common method bias using Harman’s
one factor test [Podsakoff and Organ, 1986]. No one general factor accounted for the majority of covariance among
the measures [Podsakoff et al., 2003], indicating that common method bias is not likely to be a concern in this
dataset.
Table 2 shows that the sample contains a reasonably equal proportion of emerging economy firms and developed
economy firms, and a reasonably equal proportion of manufacturing, financial services, and retail/wholesale firms.
About two-thirds of the sample firms have 250–500 employees, and the remaining third of the sample firms have
more than 500 employees.
For use of Internet business practices, column 1 of Table 3 shows that advertising and marketing is the most
common use for the full sample of firms. Exchange of data with customers and exchange of data with suppliers are
the second and third most common Internet business practices. Online sales to customers and integration of
business processes with partners are the two least common Internet business practices.
For drivers of Internet business practices, column 1 of Table 3 shows that coordination with customers and suppliers
is the leading driver across all firms in the sample, and expansion of existing markets and entry into new markets are
the second and third leading drivers. Columns 2–5 indicate that the mean scores of these three drivers are higher for
emerging economy firms than for developed economy firms.
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Countries

Industry

Firm Size

Table 2: Characteristics for Sample Firms
Category
Percentage
Emerging economies 4
45.1
Brazil
9.8
China
8.5
Mexico
16.2
Taiwan
10.5
Developed economies
54.9
Denmark
9.8
France
3.0
Germany
9.6
Japan
10.0
Singapore
7.7
United States
14.7
Manufacturing
38.9
Financial services
30.8
Retail / wholesale
30.3
250–500 employees
68.8
501–1,000 employees
20.7
> 1,000 employees
10.5

For impacts of Internet business practices, customer service is the leading impact across all firms in the sample, and
efficiency of internal business processes is the second leading impact. While increased international sales, reduced
inventory costs and reduced procurement costs are the three lowest impacts across all firms, columns 2–5 of Table
3 show that the average scores for these impacts are higher for emerging economy/high internationalization firms
than for other firms.
Table 3: Descriptive Statistics for Dependent Variables
(1)
Full
sample
(n=468)
Uses
Advertising marketing
Sales
Customer service
Exchange data customers
Purchases
Exchange data suppliers
Integrate processes partners
Drivers
Existing markets
New markets
Customer demand
Coordination
Supplier requirements
Costs
Competitors
Impacts
Sales
Sales area
International sales
Customer service
Coordination suppliers
Procurement costs
Inventory costs
Internal processes
Staff productivity
Competitive position
4

(5)
Developed low
international
(n=121)

0.68 (0.47)
0.36 (0.48)
0.49 (0.50)
0.58 (0.49)
0.50 (0.50)
0.57 (0.50)
0.40 (0.49)

0.66 (0.48)
0.35 (0.48)
0.55 (0.50)
0.57 (0.50)
0.43 (0.50)
0.54 (0.50)
0.49 (0.50)

0.60 (0.49)
0.27 (0.44)
0.39 (0.49)
0.53 (0.50)
0.37 (0.49)
0.65 (0.48)
0.39 (0.49)

0.69 (0.46)
0.32 (0.47)
0.52 (0.50)
0.69 (0.46)
0.58 (0.50)
0.61 (0.49)
0.39 (0.49)

0.76 (0.43)
0.52 (0.50)
0.50 (0.50)
0.50 (0.50)
0.58 (0.50)
0.49 (0.50)
0.34 (0.48)

3.48 (1.26)
3.34 (1.31)
3.24 (1.34)
3.58 (1.18)
2.55 (1.42)
3.21 (1.35)
3.21 (1.36)

3.84 (1.13)
3.77 (1.14)
3.49 (1.34)
3.91 (1.13)
2.99 (1.55)
3.50 (1.37)
3.23 (1.46)

3.62 (1.28)
3.58 (1.37)
3.14 (1.43)
3.77 (1.15)
2.78 (1.40)
3.67 (1.33)
3.08 (1.39)

3.20 (1.16)
3.07 (1.17)
3.21 (1.25)
3.49 (1.12)
2.54 (1.32)
2.89 (1.23)
3.28 (1.20)

3.37 (1.36)
3.06 (1.42)
3.15 (1.37)
3.25 (1.24)
2.00 (1.25)
2.89 (1.32)
3.24 (1.45)

2.55 (1.21)
2.62 (1.28)
1.96 (1.23)
3.18 (1.22)
2.93 (1.30)
2.41 (1.25)
2.21 (1.25)
3.05 (1.23)
2.81 (1.22)
2.95 (1.26)

2.93 (1.12)
2.99 (1.21)
2.70 (1.29)
3.56 (1.15)
3.24 (1.25)
2.80 (1.30)
2.70 (1.39)
3.50 (1.03)
3.24 (1.18)
3.39 (1.22)

2.69 (1.30)
2.62 (1.42)
1.73 (1.25)
3.33 (1.26)
3.05 (1.37)
2.45 (1.32)
2.23 (1.31)
3.15 (1.34)
2.72 (1.37)
3.00 (1.39)

2.32 (1.17)
2.54 (1.14)
2.15 (1.15)
3.04 (1.17)
3.02 (1.29)
2.39 (1.21)
2.15 (1.18)
2.89 (1.17)
2.71 (1.06)
2.79 (1.13)

2.38 (1.15)
2.40 (1.30)
1.36 (0.82)
2.89 (1.19)
2.46 (1.18)
2.07 (1.12)
1.86 (1.04)
2.78 (1.23)
2.65 (1.19)
2.71 (1.21)

Subtotals do not precisely tie to totals due to rounding.
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(2)
(3)
(4)
Emerging high
Emerging low Developed high
international
international
international
(n=98)
(n=113)
(n=136)
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Table 4 shows that emerging economy/high internationalization firms have a positive correlation with most drivers
and impacts, and developed economy/low internationalization firms have a negative correlation with most drivers
and impacts. Table 4 also shows that emerging economy/low internationalization firms have a negative correlation
with many uses of Internet business practices. Among control variables, Table 4 shows that firm size has a positive
correlation with most uses, financial services firms have a positive correlation with some uses, and manufacturing
firms have a negative correlation with some uses. Overall, the data in Tables 3 and 4 suggest that emerging
economy/high internationalization firms are relatively more driven to use Internet business practices and report
relatively higher impacts of Internet business practices compared with other firms in the sample. These correlations
are consistent with research that emerging economies offer greater potential for growth than developed economies,
because emerging economies start from a lower base and have more opportunity to catch up [Abramovitz, 1986].
Table 4: Correlation Between Independent and Dependent Variables
Emerging high Emerging low Developed high Developed low Manufacturing
international
international
international
international
Independent variables
Emerging high international
Emerging low international
Developed high international
Developed low international
Manufacturing
Retail wholesale
Financial services
Firm size
Uses
Advertising marketing
Sales
Customer service
Exchange data customers
Purchases
Exchange data suppliers
Integrate processes partners
Drivers
Existing markets
New markets
Customer demand
Coordination
Supplier requirements
Costs
Competitors
Impacts
Sales
Sales area
International sales
Customer service
Coordination suppliers
Procurement costs
Inventory costs
Internal processes
Staff productivity
Competitive position
* Correlation significant at p < 0.05

Retail
wholesale

Financial
services

Firm size

1.00
–0.29*
–0.33*
–0.30*
0.04
–0.02
–0.02
0.07

1.00
–0.36*
–0.33*
–0.13*
0.13*
0.01
–0.04

1.00
–0.38*
0.25*
–0.07
–0.19*
0.11*

1.00
–0.17*
–0.03
0.21*
–0.14*

1.00
–0.53*
–0.53*
0.08

1.00
–0.44*
–0.11*

1.00
0.03

1.00

–0.02
–0.02
0.06
–0.01
–0.07
–0.03
0.10*

–0.10*
–0.11*
–0.12*
–0.06
–0.14*
0.08
–0.01

0.01
–0.06
0.04
0.15*
0.11*
0.05
–0.01

0.10*
0.19*
0.02
–0.09
0.10*
–0.10*
–0.07

–0.07
–0.24*
–0.17*
0.09
–0.01
0.04
–0.06

–0.05
0.03
–0.03
–0.11*
–0.01
0.03
–0.00

0.12*
0.22*
0.21*
0.02
0.02
–0.07
0.06

0.08
0.13*
0.14*
0.14*
0.09*
0.12*
0.18*

0.15*
0.17*
0.10*
0.14*
0.16*
0.11*
0.01

0.06
0.10*
–0.04
0.09
0.09*
0.19*
–0.05

–0.14*
–0.13*
–0.01
–0.05
–0.01
–0.15*
0.03

–0.05
–0.13*
–0.04
–0.17*
–0.23*
–0.14*
0.01

–0.09
–0.03
–0.01
0.01
0.05
–0.13*
–0.10*

0.09*
0.05
–0.04
0.08
0.11*
0.16*
–0.05

0.00
–0.01
0.04
–0.09
–0.16*
–0.02
0.15*

0.05
–0.06
0.09
0.04
0.02
0.06
0.01

0.16*
0.15*
0.31*
0.16*
0.12*
0.16*
0.20*
0.19*
0.18*
0.18*

0.06
0.00
–0.10*
0.07
0.05
0.02
0.01
0.05
–0.04
0.02

–0.12*
–0.04
0.10*
–0.08
0.04
–0.01
–0.03
–0.08
–0.05
–0.08

–0.08
–0.10*
–0.29*
–0.14*
–0.21*
–0.16*
–0.17*
–0.13*
–0.08
–0.11*

–0.05
0.07
0.20*
–0.01
0.08
–0.02
0.01
0.03
–0.01
–0.05

0.05
–0.02
–0.08
–0.06
0.06
0.10*
0.12*
–0.09*
–0.02
–0.04

0.01
–0.06
–0.13*
0.07
–0.15*
–0.08
–0.14*
0.06
0.03
–0.10*

0.07
–0.07
0.01
0.12*
0.12*
0.05
0.06
0.07
0.08
0.08

Estimation Models
Because of differences in the nature of the dependent variables for use and drivers/impacts, we estimate these
models using probit and ordinary least squares (OLS) respectively. Our data for uses of Internet business practices
appear as binary variables. The OLS approach for modeling binary dependent variables is not appropriate because
of heteroskedastic error distribution, and a linear model may result in predicted probabilities below zero or above
one. To overcome these issues, we used the probit approach to estimate the use models [Greene, 2000; Long,
1997]. The functional form of the use estimation models is as follows:
Probability (Use=1) = Φ [β X + ε ]

(1)

where the Xs are explanatory and control variables, and βs are parameters for the respective variables. Φ denotes
the normal cumulative distribution function (the area under the normal curve).
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Our estimation models for drivers and impacts of Internet business practices are as follows:
Driver = Constant + β1 Emerging Economy High Internationalization + β2 Emerging Economy Low
Internationalization + β3 Developed Economy Low Internationalization + β4 Manufacturing +
(2)
β5 Retail + β6 Firm Size + ε
Impact = Constant + β1 Emerging Economy High Internationalization + β2 Emerging Economy Low
Internationalization + β3 Developed Economy Low Internationalization + β4 Manufacturing +
(3)
β5 Retail + β6 Firm Size + ε
We used the OLS approach to estimate equations (2) and (3). We tested for multi-collinearity by computing condition
indices. The highest variance inflation factor (VIF) was 1.56, indicating that multi-collinearity is not a concern in our
analysis [Belsley et al., 1980]. We accounted for heteroskedastic error distribution and calculated heteroskedasticityconsistent errors for all our models [White, 1980].

III. RESULTS AND DISCUSSION
Table 5 shows the probit results of equation (1) for each use of Internet business practices. For convenience,
numerical labels are provided for the columns with dependent variables, and alphabetical labels are provided for the
rows with independent variables. In row A, there is a lack of significance for most marketing- and supply chainoriented Internet business practices in emerging economy/high internationalization firms. This suggests that despite
the differences between emerging economy and developed economy firms discussed above, emerging economy/
high internationalization firms use marketing- and supply chain-oriented Internet business practices with about the
same frequency as developed economy/high internationalization firms.
Table 5: Results for Use Equations (Probit)
(1)
Advertising
marketing

(2)
Sales

(A) Emerging high
international
(B) Emerging low
international
(C) Developed low
international
(D) Manufacturing

(3)
Customer
service

(4)
Exchange
data
customers

–0.120
–0.006
–0.026
–0.314*
(0.491)
(0.971)
(0.881)
(0.068)
–0.288*
–0.298*
–0.495***
–0.448***
(0.093)
(0.098)
(0.004)
(0.008)
0.146
0.397**
–0.238
–0.368**
(0.415)
(0.021)
(0.166)
(0.029)
–0.363**
–0.799***
–0.794***
–0.023
(0.019)
(0.000)
(0.000)
(0.877)
(E) Retail wholesale
–0.286*
–0.231
–0.427***
–0.254*
(0.075)
(0.135)
(0.006)
(0.095)
(F) Firm size
0.182*
0.300***
0.260***
0.176*
(0.051)
(0.001)
(0.002)
(0.051)
Constant
–0.343
–1.879***
–0.996*
–0.518
(0.577)
(0.001)
(0.078)
(0.382)
Observations
468
468
468
468
Pseudo R 2
0.029
0.095
0.066
0.030
Wald Χ 2
17.46
54.35
41.56
19.41
prob > Χ 2
0.008
0.000
0.000
0.004
coefficient (two-tailed p value in parentheses)
* significant at 10 percent; ** significant at 5 percent; *** significant at 1 percent

(5)
Purchases

–0.401**
(0.017)
–0.540***
(0.001)
0.007
(0.996)
–0.098
(0.503)
0.017
(0.910)
0.181**
(0.045)
–0.875
(0.138)
468
0.033
20.16
0.003

(6)
Exchange
data
suppliers
–0.162
(0.341)
0.156
(0.358)
–0.195
(0.242)
0.166
(0.265)
0.178
(0.248)
0.276***
(0.004)
–1.581**
(0.011)
468
0.028
16.31
0.012

(7)
Integrate
processes
partners
0.232
(0.172)
–0.010
(0.951)
–0.134
(0.437)
–0.272*
(0.075)
–0.105
(0.496)
0.328***
(0.000)
–2.160***
(0.000)
468
0.036
22.25
0.001

We provide some case examples to illustrate the ways in which emerging economy/high internationalization firms
use marketing- and supply chain-oriented Internet business practices. Cemex (Mexico), the world’s third-largest
cement producer, uses the Internet as part of its customer service strategy. The pre-mixed cement market is
characterized by short time windows during which the product must either be delivered to customers or spoil. To
make matters even more complex, Cemex has extensive operations in emerging economies that are frequently
characterized by poor roads, high traffic, and irregular construction schedules. To address these challenges, Cemex
equips its delivery trucks with Internet-enabled Global Positioning System (GPS) technology [Raskob, 2002].
Customers can use the Internet to check the status of their orders and monitor shipments and deliveries to ensure
that their construction projects remain on schedule. This is an example of how emerging economy firms can use the
Internet to overcome some of the disadvantages of a poor transportation and communications infrastructure to
deliver world class customer service.
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Quanta Computer (Taiwan) uses the Internet to exchange operational data with suppliers and customers. In its role
as a leading designer and manufacturer of notebook computers for customers such as Hewlett-Packard (USA) and
Dell (USA), Quanta must coordinate its operations with the production and delivery operations of its suppliers. Based
on forecasts from customers and in-house estimates, Quanta publishes a thirteen-week schedule for suppliers and
updates this schedule daily on its extranet [Einhorn, 2001]. Quanta’s suppliers are able to access the schedule and
make necessary production schedule adjustments that will result in timely delivery to Quanta. Customers use EDI or
Internet-based tools to place orders from Quanta’s order management system, known as Shanghai Direct Ship.
Purchase orders for components are generated by the ERP system and put on a secure website for suppliers to
download. According to Quanta, IT and the Internet provide a competitive advantage by enabling the firm to offer
build-to-order production to its customers [interviews with Quanta managers, 2004].
Haier, the world’s fourth largest appliance company, is considered by some observers to be China’s first global
brand. Haier uses its external business-to-business network iHaier to find the best suppliers and establish close
partner relationships [Chen et al., 2004]. Functionality present in iHaier includes ordering, automated stock
replenishment, payment processing, and production-related control processes. Suppliers can use iHaier to present
their service offerings, inquire about forecast demand, check accounts receivable, receive payment information for
goods, and send or receive suggestions on how to improve operations. Haier coordinated its Internet implementation
as part of a broader set of organizational and strategic initiatives. Prior to deploying iHaier, Haier reengineered its
business processes and organizational structure to facilitate Internet-based supply chain management and
integration [Chang and Li, 2003].
While row A of Table 5 shows limited differences between emerging economy/high internationalization firms and
developed economy/high internationalization firms, row B shows that emerging economy/low internationalization
firms use many marketing- and supply chain-oriented Internet business practices with less frequency than
developed economy/high internationalization firms. This distinction between emerging economy/high
internationalization and emerging economy/low internationalization firms suggests that the Internet may play a
helpful role as emerging economy firms strive to expand beyond their home markets.
Among control variables, rows D and E of Table 5 show that manufacturing firms and retail/wholesale firms use
some Internet business practices less than do financial services firms. This result is consistent with analysis by the
United Nations Conference on Trade and Development [UNCTAD, 2004], which also shows that manufacturing and
trade firms lag services firms in the adoption of electronic commerce. Row F of Table 5 shows that large firms are
more likely to use Internet business practices. This result is consistent with the theory that slack resources and
economies of scale enable large firms to adopt administrative innovations [Dewar and Dutton, 1986; Mock and
Morse, 1977]. The control variable results provide added confidence for our model.
Table 6 shows the OLS results of equation (2) for each driver of Internet business practices. Numerical labels are
provided for the columns with dependent variables, and alphabetical labels are provided for the rows with
independent variables. Columns 1 and 2 of row A show that emerging economy/high internationalization firms are
relatively more driven than developed economy/high internationalization firms to use Internet business practices to
expand existing markets and enter new markets.
Banco Bradesco (Brazil) is one emerging economy firm that uses the Internet to expand and enter new markets for
its products and services. Only 30 percent of Brazilian consumers have bank accounts, which leaves significant
room for growth in that banking market. At the same time, Brazilians who use the Internet spend considerable time
online—in June 2005 Brazil led all countries in the Ibope/NetRatings rankings of user time spent online with
seventeen hours per month. To tap into this growth potential, Banco Bradesco offers over 250 types of transactions
for individual and corporate customers online, and has significantly increased the proportion of its customers that
use online banking from 0.5 percent in 1996 to 9.5 percent in 1999 to 38 percent in late 2005. About 10 percent of
Banco Bradesco’s customer transactions are conducted over the Internet [DeGouvea and Kassicieh, 2002]. During
the growth phase, Banco Bradesco estimated that about half of its new customers chose the bank because of its
Internet banking capabilities [Economist Intelligence Unit, 2001].
Column 6 of Table 6 shows that emerging economy firms are relatively more driven than developed economy firms
to use Internet business practices to reduce costs. Haier has achieved a lower cost structure than peer firms using
its iHaier B2B portal. In 2001, Haier’s cost of finished products was 8 percent of sales, compared with 30 percent for
all other China domestic firms. The same year, logistics accounted for 7 percent of Haier’s commodity costs,
compared with the China national average of 15 percent [Chen et al., 2004]. Samsung (South Korea) has also used
Internet business practices to achieve a reduction in costs. Samsung Electronics America’s Digital IT Division (DITD)
launched a partner portal to provide catalog information and marketing tools to 13,000 resellers. This portal helped
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Samsung achieve a 25 percent reduction in marketing costs related to improved service and better ability to
segment resellers [Schneider, 2004].
Table 6: Results for Driver Equations (OLS)

(A)
(B)
(C)
(D)
(E)
(F)

(1)
(2)
(3)
(4)
(5)
Existing
New
Customer
Coordination
Supplier
markets
demand
requirements
markets
Emerging high
0.619***
0.683***
0.272
0.436***
0.488**
international
(0.000)
(0.000)
(0.118)
(0.004)
(0.012)
Emerging low
0.379**
0.464***
–0.057
0.295**
0.272
international
(0.021)
(0.006)
(0.746)
(0.045)
(0.131)
Developed low
0.164
–0.061
–0.054
–0.186
–0.433**
international
(0.342)
(0.727)
(0.758)
(0.244)
(0.012)
Manufacturing
–0.097
–0.030
–0.127
0.138
0.345**
(0.516)
(0.843)
(0.420)
(0.310)
(0.031)
Retail wholesale
0.187
0.053
–0.141
0.249*
0.501***
(0.226)
(0.738)
(0.403)
(0.089)
(0.002)
Firm size
0.103
–0.123
0.149
0.046
0.017
(0.238)
(0.177)
(0.103)
(0.508)
(0.854)
Constant
2.561***
3.848***
2.380***
3.051***
2.103***
(0.000)
(0.000)
(0.000)
(0.000)
(0.001)
Observations
468
468
468
468
468
R2
0.047
0.059
0.018
0.052
0.085
F
4.30
5.17
1.60
4.13
7.89
prob > F
0.000
0.000
0.144
0.001
0.000
coefficient (two-tailed p value in parentheses)
* significant at 10 percent; ** significant at 5 percent; *** significant at 1 percent

(6)
Costs

(7)
Competitors

0.579***
(0.001)
0.707***
(0.000)
–0.020
(0.909)
-0.145
(0.368)
0.338**
(0.033)
0.131
(0.116)
2.071***
(0.000)
468
0.093
8.76
0.000

–0.113
(0.535)
–0.211
(0.247)
–0.302*
(0.084)
–0.552***
(0.001)
–0.433**
(0.011)
–0.004
(0.968)
3.731***
(0.000)
468
0.031
2.30
0.034

Among control variables, rows D and E of Table 6 show that manufacturing firms and retail/wholesale firms are
relatively more driven than financial services firms to use Internet business practices because of supplier
requirements. This result is consistent with the notion that the production and movement of physical products have
business process implications that differ from the considerations for intangible services [Bardhan et al., 2010; Rai
and Sambamurthy, 2006].
Table 7 shows the results of OLS equation (3) for each impact of Internet business practices. Numerical labels are
provided for the columns with dependent variables, and alphabetical labels are provided for the rows with
independent variables. Columns 1–4 of row A show that emerging economy/high internationalization firms report a
higher level of sales and customer service impact from Internet business practices compared with developed
economy/high internationalization firms. For example, the Samsung partner portal discussed above also enabled
Samsung DITD to achieve a 30 percent increase in commercial sales in the Americas. Samsung’s products and
business processes have contributed to the firm’s global brand value of $16.8 billion [Kiley, 2007], placing Samsung
ahead of developed-economy firms such as Sony (Japan), Dell, and Canon (Japan). This suggests that emerging
economy firms may be more motivated than developed economy firms to deploy Internet business practices to
enable customer relationships.
Columns 6–9 of row A in Table 7 show that Internet business practices also translate into operational benefits for
emerging economy/high internationalization firms. For example, the Internet enables Quanta Computer to receive
orders on a continuous basis and gives Quanta’s customers greater flexibility to customize their orders. “We used to
have one purchase order for 1,500 computers, now we have one purchase order for each machine,” said a Quanta
deputy director [Einhorn, 2001]. While Quanta manufactures computers for original equipment manufacturers
(OEMs), such as Hewlett-Packard and Dell, Quanta now has the capability to do a degree of build-to-order and
direct ship to end customers who place their orders with the OEMs.
Column 3 of rows B and C in Table 7 show that low internationalization firms from emerging and developed
economies report a lower impact for international sales, consistent with the low internationalization focus of these
firms. Column 5 of rows D and E show that manufacturing and retail/wholesale firms report a higher impact for
supplier coordination. This is consistent with the result from Table 6 above that manufacturing and retail/wholesale
firms are more driven to apply Internet business practices by supplier requirements. The consistency of empirical
results across equations provides added confidence for our model.
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Table 7: Results for Impact Equations (OLS)
(1)
Sales

(A)
(B)
(C)
(D)
(E)
(F)

(2)
(3)
(4)
(5)
(6)
Sales
International Customer Coordination Procurement
service
suppliers
costs
area
sales
Emerging high
0.601***
0.479***
0.606***
0.511***
0.260
0.401**
international
(0.000)
(0.003)
(0.000)
(0.001)
(0.118)
(0.017)
Emerging low
0.361**
0.113
–0.325**
0.309**
0.100
0.036
international
(0.025)
(0.504)
(0.048)
(0.049)
(0.562)
(0.826)
Developed low
0.073
–0.120
–0.711***
–0.143
–0.415**
–0.303*
international
(0.634)
(0.469)
(0.000)
(0.356)
(0.012)
(0.058)
Manufacturing
–0.071
0.194
0.326**
–0.169
0.310**
0.025
(0.604)
(0.185)
(0.024)
(0.200)
(0.036)
(0.864)
Retail wholesale
0.080
0.019
–0.030
–0.262*
0.366**
0.287*
(0.608)
(0.906)
(0.824)
(0.075)
(0.018)
(0.065)
Firm size
0.129
–0.160*
–0.104
0.180**
0.191**
0.075
(0.130)
(0.055)
(0.170)
(0.026)
(0.024)
(0.330)
Constant
1.528***
3.422***
2.615***
2.072***
1.551***
1.832***
(0.007)
(0.000)
(0.000)
(0.000)
(0.007)
(0.001)
Observations
468
468
468
468
468
468
R2
0.047
0.038
0.175
0.062
0.071
0.051
F
4.12
3.19
20.76
5.51
6.99
4.15
prob > F
0.001
0.004
0.000
0.000
0.000
0.001
coefficient (two-tailed p value in parentheses)
* significant at 10 percent ; ** significant at 5 percent; *** significant at 1 percent

(7)
Inventory
costs
0.575***
(0.001)
0.090
(0.578)
–0.207
(0.157)
0.215
(0.124)
0.464***
(0.002)
0.086
(0.291)
1.370**
(0.011)
468
0.075
6.03
0.000

(8)
(9)
(10)
Internal
Staff
Competitive
processes productivity
position
0.608***
0.520***
0.558***
(0.000)
(0.001)
(0.000)
0.293*
0.001
0.172
(0.074)
(0.995)
(0.305)
–0.113
–0.062
–0.149
(0.472)
(0.683)
(0.344)
–0.101
–0.107
–0.314**
(0.464)
(0.440)
(0.028)
–0.315**
–0.074
–0.287*
(0.037)
(0.630)
(0.066)
0.086
0.115
0.109
(0.307)
(0.175)
(0.227)
2.486***
2.072***
2.364***
(0.000)
(0.000)
(0.000)
468
468
468
0.061
0.040
0.056
5.96
3.55
4.47
0.000
0.002
0.000

An important issue for emerging economy/high internationalization firms is whether they can effectively use the
Internet to directly reach end consumers, bypassing the developed economy brand name suppliers and large
retailers that currently act as intermediaries. ASUSTeK (Taiwan) is one emerging economy firm that is making this
transition. While ASUSTeK may be better known as a contract manufacturer for Apple iPods, ASUSTeK now sells
branded notebooks in several markets, including the highly successful eeePC netbook. In 2008, ASUSTeK spun off
its contract manufacturing businesses and retained its branded product lines. While the question of whether other
emerging economy firms can also make this transition relates to overall management practices including marketing
and logistics, the Internet business practices and IT skills that emerging economy firms develop as a supplier to
developed economy firms can serve as a valuable enabler of these strategies.

IV. CONCLUSIONS AND IMPLICATIONS
This article addresses the research questions of whether emerging economy firms differ from developed economy
firms in their use, drivers, and impacts of Internet business practices; and whether the degree of firm
internationalization influences the use, drivers, and impacts of Internet business practices for emerging economy
firms. Our empirical analysis of data on 468 firms across ten countries shows that despite the differences between
emerging economy firms and developed economy firms, emerging economy/high internationalization firms use
marketing- and supply chain-oriented Internet business practices with about the same frequency as developed
economy/high internationalization firms. Our empirical analysis also shows that emerging economy/high
internationalization firms are relatively more driven to use Internet business practices to expand existing markets
and enter new markets, and are more likely to report increases in sales, sales area, international sales, and
customer service compared with developed economy/high internationalization firms.
These empirical findings are consistent with the notion that the Internet is an enabler of forces that lead to a flatter
and more fluid global competitive landscape [Friedman, 2006]. Our analysis suggests that emerging economy/high
internationalization firms recognize the potential of the Internet to connect with current and potential customers, form
collaborative supplier partnerships, and are motivated to leverage these relationships to compete with established
industry leaders from developed economies. The Internet is giving emerging economy firms the tools they need to
challenge the developed world’s strategic advantage in key industries, because it allows them to form partnerships
that can conduct product development, marketing, logistics, and customer service activities as effectively and
efficiently as their more mature rivals. Our case examples provide added insights on how emerging economy firms
are incorporating the Internet into their business strategies and using the Internet to develop a virtual global
presence that can compete more effectively in existing and new markets.
As emerging economy/high internationalization firms move further into using the Internet to integrate data and
processes across geographic locations and firm boundaries, they will create virtual organizations that can compete
in industries that have been dominated by developed economy firms with a more traditional, hierarchical, and formal
organizational structure. We see a clear example of this phenomenon in the IT service industry. Infosys (India) has
grown into a billion-dollar firm by providing IT services to North American and European clients from offshore
locations, where solutions were traditionally provided onsite by developed economy vendors such as IBM (USA) and
EDS (now HP Enterprise Services, USA). Low cost programming talent in India enables Infosys to compete
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effectively on price, but Infosys must then coordinate its offshore teams with onsite teams and client staff. Infosys
achieves this coordination using IT and Internet-based project management applications and integrated
development tools, combined with various process and organizational mechanisms such as the Capability Maturity
Model [Carmel, 2006]. Competition from emerging economy firms such as Infosys, TCS (India), and Wipro (India) is
one factor that has forced developed economy IT vendors to expand their offshore presence and develop their own
IT-enabled methods to manage their global operations. IBM now has over 70,000 employees in India, more than in
any other country outside the U.S.
This article has implications for research and practice. From a research perspective, this article contributes to the IS,
International Business and Strategy literature by studying the operational details of emerging economy firms in a
cross-country setting, and identifying criteria to evaluate operational differences across emerging economy firms and
developed economy firms. One limitation of this article is that the measures for use, drivers, and impacts of Internet
business practices are perceptual. While prior research indicates that executives have accurate perceptions on the
operational details of firms [Tallon et al., 2000; Venkatraman and Ramanujam, 1987], future research could address
this limitation by incorporating primary data for firm-level operational characteristics and performance outcomes.
While this article focuses on the use of Internet business practices, previous research suggests that ultimately the
competitive advantage of a technology is attributable to the firm’s management skills and processes that surround
the technology [Mata et al., 1995]. Future research could more closely study the relationship between operational
characteristics and management processes by including operational, strategic, and institutional elements in a single
study.
From a managerial perspective, this article facilitates a more complete understanding of the operational
characteristics of emerging economy firms and of the strategic challenges and opportunities presented by these
firms. As emerging economy firms leverage the Internet and IT into their marketing, supply chain, and operational
strategies, they position themselves as more credible competitors to established incumbents from developed
economies. At the same time, their IT infrastructure and linkage with customers and suppliers enables emerging
economy firms to form partnerships and integrate processes with developed economy firms. The response of
developed economy firms to these challenges and opportunities will help shape the future role of emerging economy
firms in the dynamic global marketplace.

ACKNOWLEDGMENTS
We thank the current CAIS editor-in-chief Ilze Zigurs and former editor-in-chief Joey George, associate editor, two
anonymous reviewers, and session participants at the 2008 Americas Conference on Information Systems and 2009
Academy of Management Annual Meeting. This research is part of the Globalization and Electronic Commerce
(GEC) project of the Center for Research on Information Technology and Organizations (CRITO) at the University of
California, Irvine (UC Irvine). We thank Kenneth Kraemer of UC Irvine and CRITO for leadership on the GEC project
and Debora Dunkle of CRITO for research assistance on this article. This material is based on work supported by
the National Science Foundation under grant 0085852. Any opinions, findings, conclusions, and recommendations
expressed in this material are those of the authors and do not necessarily reflect the views of the National Science
Foundation.

REFERENCES
Abramovitz, M. (1986) “Catching Up, Forging Ahead, and Falling Behind”, Journal of Economic History (46)2, pp.
385–406.
Aguiar, M. et al. (2006) “The New Global Challengers: How 100 Top Companies from Rapidly Developing
Economies Are Changing the World”, Boston Consulting Group Report, May.
Akbar, Y.H. and M. Samil (2005) “Emerging Markets and International Business: A Research Agenda”, Thunderbird
International Business Review (47)4, pp. 389–396.
Aulakh, P.S. (2007) “Emerging Multinationals from Developing Economies: Motivations, Paths and Performance”,
Journal of International Management (13)3, pp. 235–240.
Aykut, D. and A. Goldstein (2006) “Developing Country Multinationals: South-South Investment Comes of Age”,
OECD Papers (6)13, pp. 1–42.
Bardhan, I.R. et al. (2010) “An Interdisciplinary Perspective on IT Services Management and Service Science”,
Journal of Management Information Systems (26)4, pp. 13–64.
Belsley, D.A., E. Kuh, and R.E. Welsch (1980) Regression Diagnostics: Identifying Influential Data and Sources of
Collinearity, New York, NY: John Wiley & Sons.

Volume 27
622

Article 31

Burgess, S.M., J-B. Burgess, and E.M. Steenkamp (2006) “Marketing Renaissance: How Research in Emerging
Markets Advances Marketing Science and Practice”, International Journal of Research in Marketing (23)4, pp.
337–356.
Carmel, E. (2006) “Building Your Information Systems from the Other Side of The World: How Infosys Manages
Time Zone Differences”, MIS Quarterly Executive (5)1, pp. 43–53.
Chang, T-L.S. and P.P. Li (2003) “How to Succeed in E-Business by Taking the Haier Road: Formulating EBusiness Strategy Through Network Building”, Competitiveness Review (13)2, pp. 34–45.
Chen, J.C.H. et al. (2004) “Logistics Management in China: A Case Study of Haier”, Human Systems Management
(23)1, pp. 15–27.
Contractor, F.J., V. Kumar, and S.K. Kundu (2007) “Nature of the Relationship between International Expansion and
Performance: The Case of Emerging Market Firms”, Journal of World Business (42)4, pp. 401–417.
DeGouvea, R. and S.K. Kassicieh (2002) “Brazil.com”, Thunderbird International Business Review (44)1, pp. 105–
117.
Dewan, S., D. Ganley, and K.L. Kraemer (2005) “Across the Digital Divide: A Cross-Country Multi-Technology
Analysis of the Determinants of IT Penetration”, Journal of the Association of Information Systems (6)12, pp.
409–432.
Dewar, R.D. and J.E. Dutton (1986) “The Adoption of Radical and Incremental Innovations: An Empirical Analysis,”
Management Science (32)11, pp. 1422–1433.
Diamantopoulos, A. and H.M. Winklhofer (2001) “Index Construction with Formative Indicators: An Alternative to
Scale Development”, Journal of Marketing Research (38)2, pp. 269–278.
Dunning, J.H. (1981) International Production and the Multinational Enterprise, Glasgow, Scotland: HarperCollins
Publishers Ltd.
Dunning, J.H. (1988) “The Eclectic Paradigm of International Production: A Restatement and Some Possible
Extensions”, Journal of International Business Studies (19)1, pp. 1–31.
Economist (2007) “Globalisation’s Offspring: How the New Multinationals Are Remaking the Old”, April 7 (Issue
8523), p. 11.
Economist Intelligence Unit (2001) “Catching the Mobile Wave”, Business Latin America (36)29, July 23, p. 6.
Einhorn, B. (2001) “Quanta’s Quantum Leap”, Business Week, November 5 (Issue 3756), pp. 79–81.
Enderwick, P. (2009) “Large Emerging Markets (LEMs) and International Strategy”, International Marketing Review
(26)1, pp. 7–16.
Engardio, P., M. Arndt, and G. Smith (2006) “Emerging Giants”, Business Week, July 31 (Issue 3995), pp. 40–49.
Fortune (2010) “Global 500” (162)2, July 26, pp. 153-F7.
Friedman, T. (2006) The World Is Flat, New York, NY: Farrar, Straus and Giroux.
Grandon, E. and J.M. Pearson (2004) “E-Commerce Adoption: Perceptions of Managers/Owners of Small and
Medium Sized Firms in Chile”, Communications of the Association for Information Systems (13), pp. 81–102.
Grant, R.M. (1991) “The Resource-Based Theory of Competitive Advantage: Implications for Strategy Formulation”,
California Management Review (33)3, pp. 114–135.
Greene, W.H. (2000) Econometric Analysis, 4th edition, Upper Saddle River, NJ: Prentice Hall.
Gregorio, D.D., S.K. Kassicieh, and R. de Gouvea Neto (2005) “Drivers of E-Business Activity in Developed and
Emerging Markets”, IEEE Transactions on Engineering Management (52)2, pp. 155–165.
Hagel, J. and M. Singer (1999) “Unbundling the Corporation”, Harvard Business Review (77)2, pp. 133–141.
Haley, G.T. (2002) “E-Commerce in China: Changing Business as We Know It”, Industrial Marketing Management
(31)2, pp. 119–124.
Hassel, A. et al. (2003) “Two Dimensions of the Internationalization of Firms”, Journal of Management Studies (40)3,
pp. 705–723.
Hitt, M.A., H. Li, and W.J. Worthington IV (2005) “Emerging Markets as Learning Laboratories: Learning Behaviors
of Local Firms and Foreign Entrants in Different Institutional Contexts”, Management and Organization Review
(1)3, pp. 353–380.

Volume 27

Article 31

623

Hwang, C.-W. and C.-P. Lo (2003) “Using Postponed Manufacturing to Reconfigure the Supply Chain in the Desktop
Personal Computer Industry: The Case of Taiwan”, International Journal of Management (20)2, pp. 241–256.
Jennex, M.E., D. Amoroso, and O. Adelakun (2004) “E-Commerce Infrastructure Success Factors for Small
Companies in Developing Economies”, Electronic Commerce Research (4)3, pp. 263–286.
Johanson, J. and J-E. Vahlne (1977) “The Internationalization Process of the Firm-A Model of Knowledge
Development and Increasing Foreign Market Commitments”, Journal of International Business Studies (8)1,
pp. 23–32.
Kaynak. E., E. Tatoglu, and V. Kula (2005) “An Analysis of the Factors Affecting the Adoption of Electronic
Commerce by SMEs: Evidence from an Emerging Market”, International Marketing Review (22)6, pp. 623–
640.
Khanna, T. and K.G. Palepu (2006) "Emerging Giants: Building World-Class Companies in Developing Countries,"
Harvard Business Review (84)10, pp. 60-69.
Khanna, T. and J.W. Rivkin (2001) “Estimating the Performance Effects of Business Groups in Emerging Markets”,
Strategic Management Journal (22)1, pp. 45–74.
Kiley, D. (2007) “Best Global Brands”, Business Week, August 6 (Issue 4045), pp. 56–64.
Kraemer, K.L. et al. (eds.) (2006) Global E-Commerce: Impacts of National Environment and Policy, Cambridge, UK:
Cambridge University Press.
Kraemer, K.L., J. Gibbs, and J. Dedrick (2005) “Impacts of Globalization on E-Commerce Use and Firm
Performance: A Cross-Country Investigation”, The Information Society (21)5, pp. 323–340.
Long, J.S. (1997) Regression Models for Categorical and Limited Dependent Variables, Thousand Oaks, CA: Sage
Publications.
Luo, Y. and R.L. Tung (2007) “International Expansion of Emerging Market Enterprises: A Springboard Perspective”,
Journal of International Business Studies (38)4, pp. 481–498.
Lynch, R. and T. Clayton (2003) “Globalisation—New Needs for Statistical Measurement”, Statistical Journal of the
United Nations (20), 121–134.
Mata, F., W. Fuerst, and J. Barney (1995) “Information Technology and Sustained Competitive Advantage: A
Resource-Based Analysis”, MIS Quarterly (19)4, pp. 487–505.
Mithas, S. and J. Whitaker (2007) “Is the World Flat or Spiky? Information Intensity, Skills, and Global Service
Disaggregation”, Information Systems Research (18)3, pp. 237–259.
Mock, M.K. and E.V. Morse (1977) “Size, Centralization and Organizational Adoption of Innovations”, American
Sociological Review (42)5, pp. 716–725.
Molla, A. and R. Heeks (2007) “Exploring E-Commerce Benefits for Businesses in a Developing Country”, The
Information Society (23)2, pp. 95–108.
Molla, A. and P.S. Licker (2005a) “eCommerce Adoption in Developing Countries: A Model and Instrument”,
Information & Management (42)6, pp. 877–899.
Molla, A. and P.S. Licker (2005b) “Perceived E-Readiness Factors in E-Commerce Adoption: An Empirical
Investigation in a Developing Country”, International Journal of Electronic Commerce (10)1, pp. 83–110.
Petrazzini, B. and M. Kibati (1999) “The Internet in Developing Countries”, Communications of the ACM (42)6, pp.
31–36.
Podsakoff, P.M. et al. (2003) “Common Method Biases in Behavioral Research: A Critical Review of the Literature
and Recommended Remedies”, Journal of Applied Psychology (88)5, pp. 879–903.
Podsakoff, P.M. and D.W. Organ (1986) “Self-Reports in Organizational Research: Problems and Prospects”,
Journal of Management (12)4, pp. 531–544.
Porter, M.E. and V.E. Millar (1985) “How Information Gives You Competitive Advantage”, Harvard Business Review
(63)4, pp. 149–160.
Quanta Managers (September 2004), Personal Interview, Shanghai, China.
Rai, A. and V. Sambamurthy (2006) “The Growth of Interest in Services Management: Opportunities for Information
Systems Scholars”, Information Systems Research (17)4, pp. 327–331.
Raskob, J. (2000) “Managing the Supply Chain”, Ivey Business Journal (64)4, pp. 52–61.
Volume 27
624

Article 31

Saffu, K., J.H. Walker, and R. Hinson (2008) “Strategic Value and Electronic Commerce Adoption Among Small and
Medium-Sized Enterprises in a Transitional Economy”, Journal of Business & Industrial Marketing (23)6, pp.
395–404.
Sarkar, M.E. and O.A. El Sawy (2003) “The Four Tigers of Global E-Business Infrastructure: Strategies and
Implications for Emerging Economies”, Communications of the Association for Information Systems (12), pp.
1–22.
Schneider, M. (2004) “Samsung’s Partner Portal Delivers a 30 Percent Sales Increase”, Customer Relationship
Management (8)5, May, p. 52.
Sidorova, A. et al. (2008) “Uncovering the Intellectual Core of the Information Systems Discipline”, MIS Quarterly
(32)3, pp. 467–482.
Tallon, P.P., K.L. Kraemer, and V. Gurbaxani (2000) “Executives’ Perceptions of the Business Value of Information
Technology: A Process-Oriented Approach”, Journal of Management Information Systems (16)4, pp. 145–173.
Thomas, D.E. et al. (2007) “Experience of Emerging Market Firms: The Role of Cognitive Bias in Developed Market
Entry and Survival”, Management International Review (47)6, pp. 845–867.
Treacy, M. and F. Wiersema (1993) “Customer Intimacy and Other Value Disciplines”, Harvard Business Review
(71)1, pp. 84–93.
UNCTAD (2004) “E-Commerce and Development Report 2004”, Geneva, Switzerland: United Nations.
UNCTAD (2005) “World Investment Report 2005”, Geneva, Switzerland: United Nations.
UNCTAD (2006) “World Investment Report 2006”, Geneva, Switzerland: United Nations.
Venkatraman, N. and V. Ramanujam (1987) “Measurement of Business Economic Performance: An Examination of
Business Convergence”, Journal of Management (13)1, pp. 109–122.
White, H. (1980) “Heteroskedasticity-Consistent Covariance
Heteroskedasticity”, Econometrica (48)5, pp. 817–838.

Matrix

Estimator

and

a

Direct

Test

for

Wright, M. et al. (2005) “Strategy Research in Emerging Economies: Challenging the Conventional Wisdom”,
Journal of Management Studies (42)1, pp. 1–3.
Yamakawa, Y., M.W. Peng, and D.L. Deeds (2008) “What Drives New Ventures to Internationalize from Emerging to
Developed Economies?” Entrepreneurship Theory & Practice (32)1, pp. 59–82.
Yiu, D.W., C-M. Lau, and G.D. Bruton (2007) “International Venturing by Emerging Economy Firms: The Effects of
Firm Capabilities, Home Country Networks, and Corporate Entrepreneurship”, Journal of International
Business Studies (38)4, pp. 519–540.

Volume 27

Article 31

625

ABOUT THE AUTHORS
Jonathan Whitaker is an Assistant Professor in the Management Department at the University of Richmond Robins
School of Business. He earned a PhD at the University of Michigan, an MBA at the University of Chicago, and a BA
at the University of Southern California. Prior to pursuing the PhD, he worked ten years in consulting and
professional services at A.T. Kearney and Price Waterhouse, with Fortune 500 clients including Bank of America,
DuPont and General Motors. His primary research focus is the use of information technology to reshape the
operating characteristics of firms, with resulting implications for firms, employees, and consumers. His research has
been published in Information Systems Research, Journal of Management Information Systems, and Production and
Operations Management, and profiled in the Wall Street Journal and MIT Sloan Management Review.
Nigel Melville is an Assistant Professor of Business Information Technology at the Stephen M. Ross School of
Business, University of Michigan. He is the author of numerous research articles appearing in leading academic and
professional journals such as Information Systems Research, MIS Quarterly, Decision Support Systems, and
Communications of the ACM. He is an editor of the book Global E-Commerce: Impacts of National Environment and
Policy (Cambridge University Press, 2006). Professor Melville earned a BS in electrical engineering from UCLA, an
MS in electrical and computer engineering from UC Santa Barbara, and a PhD in management from UC Irvine.
Robert K. Plice is an Associate Professor of Information and Decision Systems in the College of Business
Administration at San Diego State University. He obtained his PhD degree from the Graduate School of
Management at the University of California, Irvine. His research interests include the economics of B2B ecommerce,
the impact of network-centric organizations on firm strategy, and the information economics of electronic
communications. He holds MS degrees in business administration and computer science, and a BA degree in
economics. Prior to joining SDSU he was active in the computer systems integration and software industries as a
manager, consultant, and engineer.
Jason Dedrick is an Associate Professor in the School of Information Studies at Syracuse University. His research
interests include the globalization of IT production and use, national technology policy, and the economic and
organizational impacts of IT. He is now studying the globalization of innovation and knowledge work and its effects
on countries, companies and workers. He is coauthor of Asia’s Computer Challenge: Threat or Opportunity for the
United States and the World? (Oxford University Press, 1998) and coeditor of Global E-Commerce: Impacts of
National Environment and Policy (Cambridge University Press, 2006). He has published articles in leading academic
journals such as Management Science, Information Systems Research, Journal of Management Information
Systems, California Management Review, and Communications of the ACM. He holds a PhD in management from
UC Irvine and a master’s degree in Pacific International Affairs from UC San Diego.
Copyright © 2010 by the Association for Information Systems. Permission to make digital or hard copies of all or part
of this work for personal or classroom use is granted without fee provided that copies are not made or distributed for
profit or commercial advantage and that copies bear this notice and full citation on the first page. Copyright for
components of this work owned by others than the Association for Information Systems must be honored.
Abstracting with credit is permitted. To copy otherwise, to republish, to post on servers, or to redistribute to lists
requires prior specific permission and/or fee. Request permission to publish from: AIS Administrative Office, P.O.
Box 2712 Atlanta, GA, 30301-2712, Attn: Reprints; or via e-mail from ais@aisnet.org.

Volume 27
626

Article 31

.
ISSN: 1529-3181

EDITOR-IN-CHIEF
Ilze Zigurs
University of Nebraska at Omaha
AIS SENIOR EDITORIAL BOARD
Guy Fitzgerald
Vice President Publications
Brunel University
Edward A. Stohr
Editor-at-Large
Stevens Institute of Technology

Ilze Zigurs
Editor, CAIS
University of Nebraska at Omaha
Blake Ives
Editor, Electronic Publications
University of Houston

Kalle Lyytinen
Editor, JAIS
Case Western Reserve University
Paul Gray
Founding Editor, CAIS
Claremont Graduate University

CAIS ADVISORY BOARD
Gordon Davis
University of Minnesota
Jay Nunamaker
University of Arizona

Ken Kraemer
University of California at Irvine
Henk Sol
University of Groningen

M. Lynne Markus
Bentley University
Ralph Sprague
University of Hawaii

Richard Mason
Southern Methodist University
Hugh J. Watson
University of Georgia

CAIS SENIOR EDITORS
Steve Alter
University of San Francisco

Jane Fedorowicz
Bentley University

Jerry Luftman
Stevens Institute of Technology

CAIS EDITORIAL BOARD
Monica Adya
Marquette University

Michel Avital
University of Amsterdam

Julie Kendall
Rutgers University

Dinesh Batra
Florida International
University
Sy Goodman
Georgia Institute of
Technology
K.D. Joshi
Washington State
University
Nancy Lankton
Marshall University

Thomas Case
Georgia Southern
University
Ake Gronlund
University of Umea

Evan Duggan
University of the West
Indies
Douglas Havelka
Miami University

Karlheinz Kautz
Copenhagen Business
School
Paul Benjamin Lowry
Brigham Young
University
Shan Ling Pan
National University of
Singapore
Chelley Vician
University of St. Thomas
Vance Wilson
Worcester Polytechnic
Institute

Peter Wolcott
University of Nebraska at
Omaha

Indranil Bose
University of Hong Kong
Mary Granger
George Washington
University
Michel Kalika
University of Paris
Dauphine
Claudia Loebbecke
University of Cologne

Sal March
Vanderbilt University

Don McCubbrey
University of Denver

Fred Niederman
St. Louis University

Katia Passerini
New Jersey Institute of
Technology
Padmal Vitharana
Syracuse University

Jackie Rees
Purdue University

Thompson Teo
National University of
Singapore
A.B.J.M. (Fons) Wijnhoven
University of Twente

Rolf Wigand
University of Arkansas,
Little Rock
Yajiong Xue
East Carolina University

DEPARTMENTS
Global Diffusion of the Internet
Editors: Peter Wolcott and Sy Goodman
Papers in French
Editor: Michel Kalika

Information Technology and Systems
Editors: Sal March and Dinesh Batra
Information Systems and Healthcare
Editor: Vance Wilson

ADMINISTRATIVE PERSONNEL
James P. Tinsley
AIS Executive Director

Vipin Arora
CAIS Managing Editor
University of Nebraska at Omaha

Sheri Hronek
CAIS Publications Editor
Hronek Associates, Inc.

Volume 27

Copyediting by
S4Carlisle Publishing
Services

Article 31

